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The United States Postal Service hereby provides the response of witness
Steven Monteith to the above-listed interrogatories. Each interrogatory is stated
verbatim and followed by the response. The remaining interrogatory has been
redirected to witness Curtis Whiteman.

The Postal Service believes that NPPC has exceeded the limit on
interrogatories set forth in Rule 3020.117(a), pursuant to federal case law adopted
by the Commission. Order No. 2080, Order Adopting Amended Rules of
Procedure for Nature of Service Proceedings under 39 U.S.C. § 3661 (May 20,
2014), at 44. Nevertheless, the Postal Service has chosen to respond to these
interrogatories in lieu of filing a motion to be excused from doing so on numerosity
grounds. The Postal Service’s choice to accommodate NPPC in this specific
instance should not be construed as a waiver of the Postal Service’s right to seek
excusal from any further interrogatories by NPPC on numerosity or other grounds,
or from any arguably excessive interrogatories by any other party in any other

instance.
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RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC

NPPC/USPS-T4-1. Please refer to page 15, lines 6 through 11, of your testimony,
in which you suggest that Presort mailers might adjust to the proposed new service
standards by “enhancements in mail preparation and options to enter mail further
into the postal network.” Please describe what “options to enter mail further into
the postal network” you contemplate, including in particular whether the Postal
Service will offer Presort mailers the option of discounts for destination entry when
the new service standards are implemented.

RESPONSE:

Mailers have a variety of options to enter mail further into the postal
network. Our larger-volume mailers can drop ship as close as possible to the
mail’s destination by switching printer locations. Sometimes larger-volume
mailers chose to transport their mail closer to its destination. Our smaller-volume
mailers often work with mail service providers. These providers often consolidate
multiple mailers’ volumes into 5-Digit trays in order to receive the First-Class
Letters 5-Digit Automation discount. They also consolidate volumes to less

refined levels of presort than 5-Digit Automation for other workshare discounts.

Currently, we have no plans to offer a drop ship discount.



RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC

NPPC/USPS-T4-2. Please refer to page 23, lines 21 through 23, of your
testimony, Describe all outreach efforts that the Postal Service has made or will
make to mailers of remittance mail regarding the proposed reduction in service
standards at issue in this proceeding.

RESPONSE:

The Postal Service’s past and ongoing outreach efforts to remittance
mailers regarding the service standard proposal has been provided in witness
Monteith’s response to POIR No. 1, Question 31, (filed on May 17, 2021).

To expand upon that response, the Postal Service recently established
Remittance Mail Mailers Technical Advisory Committee (“MTAC”) User Group.
The purpose of this user group is to serve as an ongoing forum for the Postal
Service and remittance mailers. For example, the Remittance Mailer MTAC User
Group will facilitate communications between the Postal Service and remittance
mailers and will address and work to resolve issues pertaining to remittance mail.
The participants include remittance mailers, related industry suppliers, and Postal

Service managers. The Remittance Mailer MTAC User Group will remain in

effect for as long as remittance mailers continue to benefit from it.



RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC

NPPC/USPS-T4-3. What steps does the Postal Service contemplate to slow or
reverse the decline in First-Class Mail volume projected in the Strategic Plan? In
your answer, please provide any estimates of volume retention or growth the
Postal Service has identified and any related benchmarks or measures of success
that the Postal Service has identified.

RESPONSE:

INTRODUCTION:

Our 10 Year Plan, ‘Delivering for America,’ builds upon our existing
commitment to grow and retain First-Class Mail revenue by strengthening the
value of mail. The real value of mail is the connection it creates. The Postal
Service has been reinforcing this connection through its strategic initiatives and
partnerships. Our strategic initiatives include mail promotions and incentives,
integration of digital technologies, and increase awareness of the value of mail.
The Postal Service has also formed partnerships with industry associations to

help drive the value of mail for businesses and individuals.

STRATEGIC INITIATIVES:

Promotions and Incentives:

The Postal Service’s Promotions program seeks to retain and grow mail
volume, encourage mailers to integrate new technology into their mail pieces,
and promote the value of mail. The two promotions specific to First-Class Mail

helps the Postal Service achieve these goals:

e Personalized Color Transpromo Promotion is designed to incent the use

of color and additional content in bills and statements to transform those
transactional documents from a cost center into a profit center by fostering

a better connection and response from customers.



RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC

¢ Earned Value Promotion encourages remittance mailers to continue to

provide return envelopes for remittances and orders.

There are other promotions available to First-Class Mail mailers; those
promotions include Emerging Advanced Technology and Informed Delivery. The
Emerging Advanced Technology promotion encourages mailers to incorporate
emerging or new technologies into mail pieces, which will help mailers engage
customers in new and exciting ways. The Informed Delivery promotion
incentivizes mailers to connect their Direct Mail campaigns with their digital
marketing campaigns to reach and engage customers.

We have measured the effectiveness of our promotions and incentives
through year over year participation growth by volume and number of participants
and by participants survey responses.

Combined First-Class Mail Promotions

2019 | 2020 [ Change |

Volume 1.378M | 1,329M -4%

Revenue $536M | $516M -4%

Participants | 192 219 14%

Digital Integration

Our dedicated workforce continues to develop new tools that leverage
mail data and enable better integration with digital media channels. Informed
Delivery is the culmination of these efforts. The Postal Service developed
Informed Delivery to provide a free notification service that gives consumers the
ability to digitally preview their letter-sized mail pieces and manage their

packages scheduled to arrive soon. It also allows organizations to connect their



RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC

Direct Mail campaigns to digital marketing strategies, which allows organizations
to gain access to multi-touch points to relevant audiences. Informed Delivery
also provides organizations with aggregate pre- and post-marketing campaign
data, which offer insights into campaign reach and results. The campaign data
includes the number of users and the percentage of users who elect to receive
Informed Delivery emails and the number and percentage of click-throughs—
when a user interacts with digital content.

Increase Awareness

The Postal Service is promoting these new tools and the value of mail by
providing learning modules and content on usps.com. The learning modules and
content communicates to marketers, businesses, and individuals the value and
effectiveness of mail and highlights how mail fits in an omni-channel campaign,
the integration of physical and digital, best practices, and facts on the power of
mail. This content includes USPS Mail Journey, which is an interactive website
that aims to help employees, customers, and others understand how mail bridges
digital and physical communications. The site consists of several lessons that
provides a fresh focus on the role of mail in the competitive media
landscape. USPS Mail Journey has been an invaluable source of information
that engages and sparks interest in mail.

The Postal Service also has a suite of tools, resources, compelling case
studies, and tutorials located online at USPSDelivers.com, which provides
marketers, businesses, and individuals with information regarding the value and
effectiveness of mail. The Direct Mail Basics segment includes several articles
and white papers to inspire greater use of First-Class Mail. For example, one
article entitled “4 Ways to Grow Your Business with Metered Mail” provides small

businesses with helpful information relating to how sending metered mail can



RESPONSES OF USPS WITNESS MONTEITH TO INTERROGATORIES OF
NPPC
help small businesses save and grow." It explains how a postage meter can
make sending mail quicker and less expensively, and how businesses can boost
their brands by using their meters to add customized messages to envelopes.
Partnerships with Industry Associations:

To mitigate the decline of First-Class Mail, the Postal Service continues to
grow and develop partnerships with industry associations. Through these
partnerships, the Postal Service works to promote the value of First-Class Mail.
For example, Postal Service leadership regularly presents to industry
associations, such as National Postal Policy Council, all the ways that the Postal
Service is stemming the decline of First-Class Mail revenue. See Attachment 1,
Steve Monteith, “National Postal Policy Council” presentation (Dec. 8, 2020).

Another example is when the Postal Service partnered with the Greeting
Card Association to survey consumers on how they stay connected during the
COVID-19 pandemic.? The COVID Mail Attitudes survey found that the majority,
or 65 percent of respondents, said that receiving “cards and letters from family
and friends lifts my spirits during this time” while 62 percent said that “receiving a
card or letter in the mail makes me feel more connected during social distancing.”
Another 60 percent said it means more to me to receive a card or letter in the
mail than an email, while 55 percent said they feel less isolated when receiving a
card or letter in the mail.

At all levels of the organization, the Postal Service partners with industry
to promote the value of mail. Our dedicated Sales Force alongside our Business

Development Teams, Small Business Partners, Postmasters, District Managers

I The article can be found at: https://www.uspsdelivers.com/4-ways-to-grow-your-business-with-
metered-mail/

2 Additional information about the survey can be found here: https://postalpro.usps.com/market-
research/covid-mail-attitudes. | referenced this survey in my testimony on pages 5, 11.
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of Marketing, Business Mail Acceptance, and Customer Service, partner with 144
Postal Customer Councils, representing various segments of the industry, across
the country to share the latest innovation and trends in the mailing industry to
promote the value of mail. As a result of this strong partnership, the Postal
Customer Council program has become an invaluable resource for business
mailers, large and small. Local Postal Customer Councils serve as an open
channel for USPS-to-business communication, providing information and best
practices for achieving cost-effective and profitable mailing, education, and
training, as well as solving local challenges.
Conclusion
In sum, the Postal Service remains committed to retaining and growing
First-Class mail volume. This commitment is embodied at every level of the
organization through our investment in our strategic initiatives and operations to
provide reliable mail delivery service to drive value for the sender and receiver of

mail.
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National Postal Policy
Council
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Organizational
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USPS
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The USPS’s new organizational structures will drive operational
efficiency and growth.

Retail and Delivery Logistics and Processing Commerce and Business
Operations Operations Solutions
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CCMO
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Customer & Marketing Exec VP OFC

Chief Customer & Marketing Officer

| | 1 |
Product Solutions VP OFC Marketing VP OFC Customer Experience VP OFC Sales VP OFC

Global Business

Retail and Delivery Logistics and Processing Commerce and Business
Operations Operations Solutions
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Market
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Creating Connection

NPPC/USPS-T4-3 - Attachment One

The Real Value of Mail Is The Connection it Creates.

Blue United States Postal Service e
Search | LiteBlue | Help | USPS com

Consumers Agree Mail Lifts

Blue home Coronavirus Disease 2019 (COVID-19) Quick Links
Th e i I S pi rits Covio-19 v + HERO: Sign up for opt-in COVID-19 text
piome _________ |

or email alerts
Stand-Up Talks + Frequently Asked Questions

Familes First Coronavinus + PMG Business Focus — Special Edition on
Response Act E I Coronavirus
v mpioyee + USPS servce slrts for maers
1 A + USPS statement on Coronavirus

: CORONAVIR Resources -

% + CDC Posters and Information Sheets

DISEAS « Coronavirus Disease 2019 (COVID-18)

+ Coping With Stress During Infectious

Disease Outbreaks
* Taking Care of Your Behavioral Health

Feel More Isolated Due to
Coronavirus . | About

During an Infectious Disease Outbreak
Tips for Social Distancing, Quarantine
and Isolation

# USPIS: Coronavirus Related Scams

% COVID-19 Guidance on Processing

Invoices and Checks

People Through the Mail

Informed Delivery® ¥ PO Boxes™ online

For cush cycea Preview your mad, manage your packnges Manage your personal or bualneas mal

USPS is Most Trusted Brand
in the Country

™ Careers
We oMar a dverss morkolace it

Postal holidays & events

Who we are 1 What we do | (=] Forms & publicati
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USPS
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Increase recipient engagement with the mail piece.
Increase the response rate and ROI for the mailer.

Jan Feb Mar  Apr May Jun  Jul Aug Sep Oct Nov

Registration Earned Value

201521 -3131121 Promotion Period (3 months)
4/1121-6/30/21

Registration Personalized Color Transpromo

5015121 12131121 Promotion Period (6 months)

First-Class Mail® TH21- 1231721

Registration Emerging and Advanced Technology
115218131121 Promotion Period (6 months)
3121 -83121

9117121 -11/3021

Registration Informed Delivery ®
715211130721 Promo ion Period (3 months)

Marketing Mail and First-Class Mail

121510 -7/31/21
== e )
Marketing Mail
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Mail Repositioning

Awareness

Seek
More/Consider

© D

Interest Consideration
turns people who turns curiosity
know, into people into active
who might want. evaluation.
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Leads

turns the best
prospects into
valuable leads.

Intent/Evaluate Transaction

&

Sales

turns hooked leads
into paying
customers.

NPPC/USPS-T4-3 - Attachment One

Loyalty/Reco

[

Repeat sales

turns a single
sale intoa repeat
customer.
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Uspsmailjourney.com
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UMITED STATES v
POSTAL SERVICE « =

Omni-Channel

Customer
Experience
Mapping
= Chapter 1:
TED STATES

Mais New WELCOME TO MAIL'S NEW  [ipamei 55 ureo srares
ofr'.;mf JOURNEY Journey 101

Journgy Chapter
1: The New
Customer
Journey

Learn with USPS

These onine coursss were daveioped Lo halp
o and grow your business. Compiets aach
chagtor sequentialy 1o progress o finigh a

eason,

Pre-Purchase

» FELOn

UNITED STATES The Neow C st armer Jourrey ) '
POSTAL SERVICE » I
= The Comorner Jourrey Han 5
Charged 2

USPS Education Portal Survey

= WUCOIOMAS N How did you learn about the course?
JoumnEy
Chaptor 1: Tho Now

- CHATER 1 TN EaToM

’l'-n:.\. CUSTOMNER NTRODUCING: I-—
r—nﬂ (oL ]

Mail’s | >,

Dynamic Journey

| Mongmro | | nesume
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USPS Delivers

NPPC/USPS-T4-3 - Attachment One

= | USPS Delivers™

Shipping  Marketing  About  Q

B=.| USPS Delivers”

Shipping  Marketing  About

® Marketing - Article | 5-min. read % ® Marketing - Article | 4-min. read A
UNLOCK THE MARKETING THE POWERFUL
ey I i MARKETING POTENTIAL OF
- in | e | TRANSACTIONAL MAIL

3 Marketing About

lu=

- DELIVERY" INTERACTIVE e A
® Marketing - Article | 3-min. read //‘ CAMPAIGN TODAY / ,y/ : 7 ; 1/
4 WAYS TO GROW YOUR &

Put your mall in your customers’ emall with Informed Dolivary

B U S I N ESS W I TH M ETE R E D from USPS". Daily emails offer your customers a peek into their

mailbax from anywhere and, for you, one mailing delivers two

impressions to help achieve your business KPls. . /

Here’s a step-by-step guide to Z = E4
SR iMnasE SANEG SERRIY At Informed Delivery” for business
ns helps pankes grow and thrive.

mailers. /
A P
find it hard to get t¢ ost Office™ o
iece. Instea estimate

“Z

One solution t r. Thi
madl quicker, | tomized re, w highl
afits of Benefits
more in-depth analysis of met 1 mail's benefits, see our article, “Metered

F ered Implement an Informed Delivery” interactive campaign. Consumers love it—up to 93% would recommend the service to friends,
Mall 101: The Benefits of Digital Meters.”

tamily, and colleagues.’
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Informed Delivery

NPPC/USPS-T4-3 - Attachment One

32.7M 201K+

Registered Users

Weekly User Registrations

75,920

Completed Campaigns

5,290

Active Campaigns

27.1M

Email-enabled Users

61.03%

Average Email Open Rate
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Holiday
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Holiday 2020

NPPC/USPS-T4-3 - Attachment One

Multi-Channel Campaign Approach — Physical

11/15 - 12/28
T

What's § Get .
your h%")C(’c:;r Holiday
wish? _‘ started. : moment F N

Ao ’ ilvx';‘:‘:‘ht:'l:svl:-“‘,‘VYYs v In the ma’ L b,
- ¥

Informed Delivery® notifications'
Dec 18 et you know when to expect
it Cioss Packags holid: fts and greetings.

| Out of Home

! s
= UNITED STATES CArRs Ay ) 4
POSTAL SERVICE s g ¢ B

We go the distance
=71 to bring you closer.

today at

Dec 19 SPS scomeinformed
Priceity Mar*

Dec 23

Send something
special.

BO=
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Sensitive Commercial Information — Do Not Disclose / Attomey-Client Privileged / Attorney Work Product P‘” UN’ TE D S TATES

POSTAL SERVICE =




Holiday 2020
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Multi-Channel Campaign Approach — Print

] ln
We have all
you need to
- i connectto
ST —, =ees i those you love.

el | 2 ——
Q'ﬁf« { e e [

= LITED STATES
FOSTAL SERVICE

e
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Multi-Channel Campaign Approach — Digital
11/15 — 12/28

I Standard Banners Im I QR Code Landing Page

o Ftr 3 o g WIPINES | pmouirou
f L L o | | e — —
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I USPS.com Promo Banners
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Holiday 2020
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Multi-Channel Campaign Approach
11/15 - 12/28
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Holiday 2020
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Multi-Channel Campaign Approach — Blog | Holiday Newsroom | Peek into
Peak | Infographics

2020 Holiday Newsroom HOLIDAY NEWSROOM

5 Ways to Protect Mail and Packages |
Don't leave packages unattended for any length of time.

Won't be home? Use Hold for Pickup option
at usps.com

Oct 06 — Press Release: Military Shipping Deadlines
Oct 08 — Press Release: Domestic/Int’| Deadlines
Oct 13 — Blog: Mailing Tips

Oct 19 — Blog: Shipping Deadlines

‘ toun? Use the USPS Hold Mail
Oct 26 — Blog: Keeping Packages Safe TIPS romvonn /g byusmwm
Nov 02— Blog: How to Mail a Package HOLIDAY FACTS and RS A= ocking Number.
Nov 04— Press Release: Shipping Restrictions # BusiesTMALING, SHIPPING avo DELIVERY WEEK | ™ e S (RS S i
Nov 09— Press Release: Holiday Volume e oo e v 1 ‘
Nov 09_ Blog' USPS Operatlon Santa * ;NEPOS:A‘LSERVK‘:IE‘ISPR;)..;lcTINGB.EIWEEN9&ML
Nov 16— Press Release: USPS Operation Santa P S PEEK: PEAK’
Nov 23— Press Release: Cyber Monday AND ABOUT THE SAME THE WEEK PRIOR — ROUGHLY 32 21 Adaiylookacross e district. L]
Nov 23 B|Og Small Business Saturday R mmonmmNsss;;ggxpgcmm“ e e < What makes you Postal Proud 1

-_— . HOLIDAY SEASON, BEGINNING NOV. 2019201 2018 M e about Peak?

Dec 04— Press Release: Operation Santa Launches T B P e 1] q o,
Dec 14— Press Release: Busiest Week M~ H et el e ot s S
usps.com/holidaynews USPS.COMHOLIDAYNEWS s —
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Questions
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